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 Leading up to the downturn in 
2008, Wall Street and the 
Investor Market was driving 
Retai l  Expansion 

 

 Many major retai ler lost sight 
of sound expansion strategies 
result ing is store 
cannibalization and di lut ion of 
brand 

 

 National retai lers wi l l  be 
scal ing back on new growth 
moving forward with some 
stores reducing the store count 
by 50% over the next f ive 
years 

 

1.   OVER SUPPLY OF MAJOR RETAIL 

BRANDS 



 Post 2008 the Baby Boomers 
started to  cut  back spending, 
par t icu lar ly wi th  respect to  Goods 
and General  Merchandise 

 

 The X & Y Generat ion is  becoming 
a s ign i f icant buying force focused 
on “Exper ience” over  “Things” 

 

 The new shopper is  brand 
Conscious but  not  brand Loyal  and 
views most  nat ional reta i lers as a 
commodi ty 

 

 Nat ional and Local  Reta i lers are 
adjust ing to  the new buying 
pat terns and t rying to  regain the i r  
foot ing….There wi l l  be some 
winner and losers 

 

2.  MAJOR CHANGE IN CONSUMER 

BUYING PATTERNS 



 Leading up to 2008…Internet 
shopping was ins ign i f icant 
compared to the dol lars spent in  
br icks and mortar re ta i l…roughly 3 
to  8 % of  sa les 

 

 According to recent 
studies…internet sa les represent 
over  18% of  to tal  sa les wi th  the 
curve t rending a lmost ver t ica l  

 

 Many Nat ional  Boxes and 
commodi ty retai lers are seeing the 
re levance of  the i r  s tores 
d imin ish…some wi l l  not  survive 

 

 Special ty s tore are t rending 
towards “gal lery”  locat ions  

 

3.   INTERNET SHOPPING INSURGENCE 



 Both Boomers and X & Y’s are 
seeking the ci ty and retai lers 
are fol lowing with them with 
their growth strategies 

 

 Streetsense has experienced 
the brokerage work shift ing 
from a majority  of our leasing 
activity outside the beltway to 
the majority of leasing volume 
inside the beltway  

 

 Urban markets are 
underserved by most retai l  
categories and represent the 
biggest opportunity for retai l  
expansion 

 

4.  DEVELOPMENT PATTERNS SWITCHING 

TO “URBAN” OVER “SUBURBAN” 



 Understanding the specif icity 

of a market today is crit ical 

for success 

 

 Immersive is in…commodity 

retail  is going on-l ine 

 

 Speculative development has 

no place in today’s 

development cycle and is 

very diff icult to underwrite 

 

 Harsh Reality: Build It  and 

They might Not Come! 

 

5.   STRATEGY IS KEY TO SUCCESS 



100 YEARS OF RETAIL IN AMERICA 

Shopping Center Growth Curves 



ALL CATEGORIES MAINTAIN THEIR 

RELEVANCE – SOME MORE THAN 

OTHERS 



 Many consumers are 
looking for a mixed-use 
experience.  Some of the 
main groups are: 

 
 Aging Baby Boomers looking 

to simplify their lifestyle.  

 Young professionals looking 
for a more urban living 
experience with the 
convenience of a suburban 
location.  

 Retirees looking for a more 
immersive environment that 
provides public areas to 
spend leisure time. 

 

URBAN & IMMERSIVE IS “IN”…. 



FINAL THOUGHTS 



Project is receiving push-

back from the retail 

community as “too 

sterile….we don’t get it” 

Washington DC’s City Center 

PLACE MATTERS TO TODAY’S RETAILERS… 
THE CONNECTION BETWEEN DESIGN AND SUCCESSFUL 

RETAIL HAVE NEVER BEEN STRONGER  



 

PLACE MATTERS TO TODAY’S RETAILERS… 
THE CONNECTION BETWEEN DESIGN AND SUCCESSFUL 

RETAIL HAVE NEVER BEEN STRONGER  

Washington DC’s F Street  

Annual gross sales 

over $1,000/sf 



The Shops at Wisconsin Place 

Annual gross sales: 

$500/sf 

PLACE MATTERS TO TODAY’S RETAILERS… 
THE CONNECTION BETWEEN DESIGN AND SUCCESSFUL 

RETAIL HAVE NEVER BEEN STRONGER  



 

Bethesda Row 

Annual gross sales 

over $1,500/sf 

PLACE MATTERS TO TODAY’S RETAILERS… 
THE CONNECTION BETWEEN DESIGN AND SUCCESSFUL 

RETAIL HAVE NEVER BEEN STRONGER  


